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Good afternoon Mr. Chairman, committee members, my name is Todd Harwell and [ am
the Chief of the Chronic Disease Prevention and Health Promotion Bureau, which is located
within the Public Health and Safety Division of the Montana Department of Public Health and
Human Services. On behalf of the Department I am testifying in support of SB 336. If I may, I
would like to pass out a copy of my testimony and three reference articles that proVide additional
information regarding flavored tobacco products and marketing of these products.1'3

As you know, tobacco use including exposure to secondhand smoke is the leading cause
of preventable death in Montana. Tobacco use costs Montana millions of dollars annually to
address the morbidity and mortality that this addiction causes.

The vast majority of Montanans initiated smoking and the use of spit tobacco during
adolescence. In 2005, 20% of Montana youth in eighth, tenth, and twelfth graders had smoked
cigarettes in the past month, and 15% of Montana boys had used spit tobacco in the past month.
On a positive note — we have seen a significant decline in youth smoking in Montana from 38%
in 1999 to 20% in 2005, and now down to 17% in 2006.

The tobacco industry has used numerous strategies targeting youth to capture
replacement smokers and spit tobacco users. Prior to the 1998 Master Settlement Agreement
with the States, the industry was marketing their product to adolescents and young adults through
advertisements in youth magazines, billboards nears schools, programs targeting collége
campuses and specific events such as county fairs, as well as baseball and rodeo. This marketing
included tobacco sample giveaways, and youth oriented advertising using cartoon figures such as
the smooth “Joe Camel,” as well as promoting flavored products that are perceived as more
desirable to new tobacco users. As a specific example, the United States Tobacco Company
developed and implemented a strategy both accurately and deviously called the “graduation
strategy.”1 The goal of this strategy was to increase the number of new spit tobacco users by

promoting starter products that had lower levels of nicotine, milder taste, flavorings to reduce the

tobacco taste, and products that are easier to control in the mouth. An example of one of these




’ ‘]Sroducts is Skoal Bandits, which are packaged in a pouch and are flavored. Figure one, which is

" provided il my handout is a depiction that the United States Tobacco Company used to describe
this strategy. The reference article in your handouts authored by Connolly provides more detailed
information regarding the industry’s activities to promote spit tobacco use. Of particular note are
the disturbing quotes from tobacco company executives with regard to targeting these products
to adolescents and young adults. ,

In 1998 the Master Settlement Agreement, an agreement between the tobacco industry
and multiple State Attorneys General went into effect. This agreement prohibited the industry
from directly or indirectly marketing their deadly products to youth. Since the Master Settlement
Agreement became effective, the ever resourceful tobacco industry has developed new strategies
to target Montana adolescents and young adults. R.J. Reynolds began producing candy, fruit, and
alcohol flavored Camel, Cool, and Salem cigarettes. The article authored by Lewis and
Wackowski in your handout provides visual examples of the packaging of these products, which
obviously target youth.2 The strategy is similar to the United States Tobacco Company’s
“graduation strategy,” but with a new devious twist. First, by incorporating flavoring, the product
is more desirable to new inexperienced users, and once they initiate use and become addicted it
is likely they will proceed on to the use of unflavored products. The second strategy was to
package and market the product using cool “youth-focused” images. In 2006, 38 State Attorneys
General reached a settlement with R.J. Reynolds to withdraw these products from the market due
to the obvious violation of the Master Settlement Agreement of promoting tobacco products to
youth. |

The 2006 settlement was a major victory to protect the health of Montana youth.
However, additional brands of flavored tobacco products are still being sold and marketed to
Montana youth. SB 336 will ensure that these deadly products will not continue to be promoted
and sold to children and adolescents in this State. |

Opponents will say that prohibition of flavored tobacco products doesn’t work. In this
case it did. Opponents to this bill will also say that this law will prohibit the sale of the standard
brands of non-flavored products such as Marlboro and Camel cigarettes. This is not true, as SB
336 clearly defines the flavoring additives.

Opponents to this bill, likely limited to tobacco industry representatives, will argue that

the flavored tobacco products they produce and sell, such as individual cigarettes in lip gloss




containers, and multiple types of flavored spit tobacco, are not targeted to kids, but rather to
young adults aged 18 to 24. When you hear testimony like this be cautious. The tobacco industry
has purposefully hidden evidence and confused facts for many decades. It has taken legal
proceedings to force the industry to admit that the direct use of their products and exposure to
secondhand smoke causes premature death. [ am hopeful that we will not have to wait more
decades for the industry to acknowledge that they are targeting and promoting flavored tobacco
products to youth. However, I am not going to hold my breath while the industry continues to
take the breath away from Montanans who smoke and use spit tobacco.

I would like to thank Senator Lind for sponsoring this important legislation, and I

strongly urge that you pass this measure. Thank you.

Reference:

1. Connolly, GN. The marketing of nicotine addiction by one oral snuff manufacturer. Tob Control 1995;4:73-79.
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mainstream brands. Am J Public Health 2006;96(2):244-51.

3. Carpenter CM, Wayne GF, Pauly JL, Koh HK, Connolly GN. New cigarette brands with flavors that appeal to
youth: tobacco marketing strategies. Health Affairs 2005;24(6):1601-1610.
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Figure 1 UST’s “graduation strategy”’, as depicted in
a UST document exhibited in the Marsee vs US
Tobacco Company lawsuit. New users start with Skoal
Bandits, progress to Happy Days brands or other Skoal
products, and then ““graduate” to Copenhagen
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' Abstract 40 9%, increase (from 20 9%, to 28 %,) in smokeless
- Oral snuff is a form of smokeless tobacco - tobacco use from 1985 to 1989.° Among NCAA
that has been shown to cause oral cancer, baseball players, an alarming 57 %, were users.®
d gum disease, and nicotine dependence. There is new evidence which suggests that
Since 1970 use of oral snuff has soared these increases are no accident, but the result
* among young males. I believe this in- of a sophisticated marketing campaign that
* < creased use is a direct result of an developed, advertised, and promoted use of
industry advertising and . marketing oral snuff starter products with low levels of
-« campaign that encourages young neon- free (un-ionised) nicotine as part of a gradu-
users to experiment with low nicotine ation strategy that intended new users to
v starter products with the intent of gradu- move up to brands higher in nicotine as
: -« ating new users up to higher nicotine tolerance developed. The high nicotine brands
' brands as dependence progresses. This are highly addictive and high in cancer-causing
\ow article reviews internal industry docu- nitrosamines. .
ments offered into evidence in a 1986 Two studies published in this issue of
= Oklahoma court case, tobacco and adver- Tobacco Control confirm that the amount of
~ tising industry trade literature, and nicotine available for uptake by snuff con-
= advertising and promotional material sumers varies systematically according to
s that shows how one snuff manufacturer brand.®’ This paper will describe the evidence
markets nicotine dependence to young available which indicates how manufacturers
- & people. manipulate free nicotine levels, the role of
(Tobacco Control 1995; 4: 73-79) starter brands in one compgny’s “graduatifm”
Keywords: smokeless tobacco; marketing; nicotine strategy, and hO\,Y advert_lsmg and prorponons
< addiction encourage experimentation and nicotine ad-
3 - diction among new users. The evidence pre-
Ea sented here has been collected from a variety of
i Introduction sources, including documents offered into
* Orgl snuff is a finely cut, processed tobacco eyidence in a 1986 Oklahoma court case,
] which the user places between the cheek and tobacco and advertising industry trade litera-
., = gum. Nicotine is released from the tobacco and ture, Congressional hearings, and other
) absorbed by the membranes of the mouth. In oy rces.
~ 1986 the US Surgeon General concluded that
< use of this product causes oral cancer, gum
disease, and nicotine addiction." More recent Control of free nicotine
o research suggests that snuff use increases the  Org] snuff manufacturers control the nicotine
.. risk ofzcardlovascular disease, including heart jevels delivered to their consumers by con-
= attack. . trolling the amount of total nicotine in their
ey, In recent years, use of oral snuff has risen prands, the level of free nicotine that is
dramatically among young men. From 1970 to  ayailable for uptake into the body, and, in the
F 1991, the prevalence of snuff use among men  cage of Skoal Bandits, the size of the dose by
aged 18 and older rose from 1.5% t0 3.3%; using portion packs of tobacco in a mouth bag.
r . among men 18-24 years old, it increased more 1y, the 1986 Oklahoma court case Marsee vs US
. than eightfold from 0.7 % t0 6.2 %, making this  Topacco Company, the plaintifPs attorney dis-
Vol age group the heaviest users of the product yssed a 1981 document on US Tobacco
P among those surveyed.® The 1990 Youth Risk Company (UST) stationery from Per Erik
Behavior Survey found that 24 9% of all white Lindquist, UST’s Senior Vice President of
3 male high school students had used smokeless marketing, to Barry ] Nova, President of the
tobacco at least once during the pastmonth.* A Tobacco Division. The document explained
\ 4 Massachusetts 1989 National Collegiate Athletic Association why the levels of nicotine were controlled:
T e Tobacco Control (NCAA) survey of college athletes found a «Flayorwise we should try for innovation.
Moot Taste and strength (nicotine) should be me-
"3 Depar:::,“:::t :f Public . . . . . dium, recognizing the fact that virtually all
Health, 150 Tremont This article is based on testimony presented by tobacco usage is based upon nicotine (‘the
& Street, Boston, Dr Connolly to the Subcommittee on Health and Kick’ sfaction. 8
: Massachusetts 02111, the Environment, Committee on Energy and € ) satisfaction.
P USA Commerce, US House of Representatives, 29 Total nicotine is controlled through selec-
GN Connolly November 1994. tion and blending of tobacco leaf. Levels of
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free nicotine are controlled by adjusting the
pH, which is done through fermentation, by
adding alkaline buffering agents such as so-
dium carbonate and ammonium carbonate, or
by altering moisture content. Free nicotine,
which is formed as the pH of the tobacco
increases, is rapidly absorbed across the mem-
branes of the mouth into the body.?® The two
alkalinising chemicals just mentioned appear
on the list of non-tobacco materials used as
additives in moist snuff that the industry trade
association, the Smokeless Tobacco Council,
supplied to the US House of Representatives
Subcommittee on Health and the Environment
in April 19941

The Swedish Tobacco Company, which also
manufactures oral snuff and owns the US snuff
company Pinkerton Tobacco Company, in-
tentionally controls the level of free nicotine.
The company commented on its production
process in a 1994 report,'? Smokeless Tobacco
Jrom Gothenburg (translated from Swedish):
“In order to release the nicotine from the
tobacco, the snuff is made slightly alkaline —
sodium carbonate is added during the pro-
duction process as this alters into bicarbon-
ate.”

The company’s fact sheet entitled Sunsets
innehdll® [The content of snuff] further states
(translated from Swedish): “Sodium carbon-
ate (Na,CO,), which is active in increasing the
pH level, makes nicotine more easily released
from the tobacco and subsequently facilitates
the uptake of nicotine through the mucous
membranes of the mouth. The sodium car-
bonate is altered in the snuff into bicarbonate
(NaHCO,).”

In an October 1994 article in the Wall Street
Journal,’* two former UST chemists were
quoted on how the company apparently man-
ipulates nicotine: “US Tobacco routinely adds
chemicals to its snuff to deliver the free
nicotine faster and to make the product
stronger”’ ~ Larry Story {(former US Tobacco
chemist). “The fermentation process involves
adding chemicals and, at the end, you add
some more chemicals which increase pH
too.... Without increasing the pH, you
couldn’t get nicotine release.” — James C. Taft

(former US Tobacco chemist). “It (Copen- .

hagen) was brought up to a pH of 7.8 by
adding more sodium carbonate and ammonium
carbonate” — Larry Story.

Starter brands and the “graduation”
strategy
If a new user starts with the standard high
nicotine brands such as UST’s Skoal Fine Cut
or Copenhagen, a toxic response such as
dizziness or nausea may occur. The novice is
more likely to quit before tolerance to the toxic
effects of nicotine develops. To respond to this
problem and to expand its user base, UST
developed low nicotine starter brands: Happy
L Days, Skoal Bandits, and Skoal Long Cut.
Happy Days was a loose, fine-cut tobacco
with low free nicotine which was first intro-
duced in the late 1960s. Evidence from the
Marsee vs UST court case shows UST concern

Connolly

with three design problems— “float”, “lip
burn®, and “size of pinch” - that prevented
new users from getting accustomed to the
smokeless tobacco.’® “Float” referred to
movement of the tobacco around the mouth,
which could possibly result in too quick a
release of nicotine or poor contact with oral
tissue. “Lip burn” could be caused by the
chemical and physical irritation of the tobacco
contacting the oral tissues. The size of the
pinch is critical if a new user is to achieve a
sufficient pharmacological response from nico-
tine but not one so high that it induces a toxic
effect such as nausea. Based on these problems,
UST embarked on the “Lotus Project” to
develop a starter portion pack of tobacco
product in a teabag-like pouch.

Three documents from the Marsee vs UST
court case further elaborated on the strategy.
In minutes from a 1968 meeting, LA Bantle,
then a UST vice president and later company
chairman and chief executive officer, stated:
“We must sell the use of to i mouth
and appeal to young people... we hope to start

i e

In the same document Dr Word B Bennett,
who was in charge of research for UST,
summarised the meeting’s recommendations,
one of which was: “Develop new products.
For example, artificial snuff-a consumable
confectionery which would satisfy the snuff
user .16

Two later documents from 1972 further
described the Lotus Project.*® The project was
first developed by United Scandia Inter-
national, a joint venture between UST and
Swedish Tobacco Company. A memorandum
of 2 June 1972 described the activities of two
working groups, one from UST and the other
from Swedish Tobacco. A second Lotus
document, dated 18 July 1972, was the minutes
of a meeting held at UST headquarters in
which Bantle stated that he wanted a Lotus
Project ~ smokeless tobacco in a portion pack
for the US market — and instructed a UST task

force to embark on this. As part of those™

minutes, the Lotus Project was described, and
the target group was defined as “new users,
mainly cigarette smokers, age group .
The *““strength” of the Aéw product wds
termed “nicotine satisfaction”, and the prod-
uct was compared to UST’s existing brand
Happy Days. In 1983, UST introduced Skoal
Bandits, which closely resembled the product
described in the 1972 memorandum. This
design controlled tobacco placement and the
size of the dose. It also avoided the tobacco
‘having direct tissue contact. ‘

In 1984, UST introduced another new
starter product called Skoal Long Cut, which
further addressed these problems.’” The Long
Cut used larger pieces of tobacco and included
a binding agent that allowed the user to pack
the tobacco into a tight bolus, thus avoiding
the “float”. The bolus may also allow for a
uniform, slow release of nicotine and may be
less irritating to the oral tissue than con-
ventional fine-cut snuff. Moreover, the bolus
replaced the need for a mouth bag, which may
not have been appealing to “macho™ dippers.
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Figure 1 UST’s “graduation strategy”, as depicted in
a UST document exhibited in the Marsee vs US
Tobacco Company lawsuit. New users start with Skoal
Bandits, progress to Happy Days brands or other Skoal
products, and then ““graduate’ to Copenhagen

In addition, the mouth bag may have served as
a barrier to nicotine absorption. Since 1984
UST has introduced an increasing variety of
flavours of Long Cut. Today Cherry and Mint
Long Cut are the two UST products most
commonly given out as free samples, replacing
Skoal Bandits as the sample of choice.
According to the 1972 Lotus memorandum?®

There should be three products of three different
tastes and strength of nicotine: a) High nicotine,
strong tobacco flavor for consumer who presently
uses tobacco in the mouth. Can this be accomplished
by using present product of Copenhagen or
Ettna?...b) Medium strength of nicotine. Can this
be accomplished by using a Happy Days prod-
uct?...c) Low nicotine, sweet product. Can this be
done by USing present size Lotus?... Do we flavor
this product with honey, chocolate or vanilla?

75

According to several sources described
below, the company developed a strategy for
new users to “graduate” up to higher brands
over time. A document entitled The graduation
theory, prepared by marketing consultants for
UST, described the process:

New users of smokeless tobacco - attracted to the
category for a variety of reasons — are most likely to
begin with products that are milder tasting, more
flavored and/or easier to control in the mouth. After
a period of time, there is a natural progression
of product switching to brands that are more full-
bodied, less flavored, have more concentrated
“tobacco taste” than the entry brand.'®

According to a 1983 article in Advertising
Age,*® “the new product is designed to hook
consumers into what Mr [Barry] Nova [pres-
ident of UST’s Tobacco Division] called a
‘graduation process’ from Bandits to Skoal
itself and then to Copenhagen, the company’s
strongest chewing [sic] tobacco.”

In 1985, Jack Africk, Vice President of
UST, explained the strategy in a company
newsletter Up to snuff*®: “As far as our
strategy for entering a new market is concerned
— for each market there is a set of criteria which
have been established, and must be met. Skoal
Bandits is the introductory product, and then
we look towards establishing a normal graduc-
tion process [emphasis added).”

Nova, who left UST in 1984, described the
process'®: “For people who haven’t ever tasted
[snuff], you’d of course begin them on a
product that had a little tobacco taste, but
wouldn’t turn them off. The graduation
[emphasis added] is. to a more tobacco-y
product... to a stronger product.”

Despite the impressive documentation of
the graduation strategy in publicly disclosed
UST literature and public statements by

" current and former employees of the company,

UST officially denies that it has used a
graduation process. However, Ken Carlson, a
division manager in UST’s sales department

ot

Figure 2 Oliver Twist, a smokeless tobacco product made by the Danish company Hermann Kriger and marketed
in the US, comes in five strengths, from Freshman™ (“perfect for beginners™) to * Senior™
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from 1979 to 1986, had this to say about the
matter'?: “They talked about graduation all
the time-in sales meetings, memos and
manuals for the college program. It was a
mantra.”’

The graduation process was even depicted
schematically in a UST diagram exhibited at
the Marsee case (figure 1).** The diagram
shows a ““graduation process ”’, beginning with
Skoal Bandits, progressing to Happy Days
brands or other Skoal products, and then
finally to Copenhagen.

Another oral snuff manufacturer, the Danish
company Hermann Kriiger, sells smokeless
tobacco in the US under the brand name
Oliver Twist. Oliver T'wist brands come in five
strengths ranging from “light’’ to “heavy”
(figure 2). The lightest brand is called
“Freshman” and is, according to the com-
pany’s instructions, “perfect for beginners”.
“Senior” is the highest strength brand. It is
for “Senior connoisseurs and experienced
smokers’’ %2

The Pinkerton Tobacco Company, which is
owned by Swedish Tobacco Company, manu-

Figure 3 " UST communicated with its college sales
representatives through its newsletter Smokeless Signals

Figure 4 UST’s mascot ““ Snuffy” keeps its sales
representatives informed of developments *“on the college

»
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factures a low nicotine product called Rene-
gades, which is sold in mouth bags, and a high
nicotine brand called Red Man oral snuff. The
Conwood Company sells both a low nicotine
brand, Hawken, and a high nicotine brand,
Kodiak.”

Advertising and promotion of a
graduation strategy

Oral snuff manufacturers promote and ad-
vertise starter brands through free sampling,
which is done through the mail and at
sponsored events. In addition, UST has had a
College Marketing Program.? The only pro-
ducts given as free samples by UST are the low
nicotine brands Skoal Bandits, Skoal Mint,
and Skoal Cherry Long Cut. Cherry is a
flavour particularly appealing to young people
because of the sweet taste. During the last six
months of 1984, over 400000 free samples
were mailed by UST in response to national
magazine advertisements.?® According to the
Federal Trade Commission,?® $15.8 million
(139% of all smokeless tobacco advertising and
promotional expenditures) was spent on free
sampling in 1993 and $22.9 million (19%) on
public entertainment, which included spon-
sored rodeos, auto racing, music concerts, and
other events where free sampling is routinely
done. A major UST target for these samples
is the young. In 1977, Bill Falk, a spokesman
for US Tobacco, said: “A lot of young people
are getting into [snuff]. It’s become a status
thing. When a kid gets a new pair of jeans, he
puts the snuff can in his back pocket and rubs

it
=

oaz

Figure 5 A brochure for Skoal Bandits explains that
use of the product is “as easy as 1-2-3”




Downloaded from tc.bmj.com on 11 February 2007

Marketing of nicotine addiction by one oral snuff manufacturer

b e

Figure6 A UST adoemsement from Parade magazine (8 }une 1980) uses former
Dallas Cowbays football star Walt Garrison to explain how to use smokeless

2,

s. It explaii

that ¢ learmng is part of the fun ” and that “ New

users, of all ages [emgha.ns added), ... are joining up all the time.”

it until the outline shows. It shows he’s old
enough to chew. %6

UST’s College Marketing Program was
established in the late 1970s and employed
college representatives on hundreds of cam-
puses throughout the US (figures 3 and 4).
The following quotes are from the company’s
College marketing manual® This was the
training manual for student representatives.
The first quotation describes the importance of
creating new consumers from college students
today because of their value as the adult market
of the futur
important market many college/young adult
consumers have never had the opportunity to
experience the enjoyment of smokeless
tobacco,3-Success in reaching the college
student today will determine the continued
popularity and growth for our products in the
young aduit and older market segments to-
morrow.”’

The next two quotes deal thh the im-
portance of providing free samples to college

- “ Consider that within this vitally -

77

Figure 7 An advertisement “introducing” Skoal
Bandits, a kel b product “ easier to enjoy”

Figure 8 The advertisement for Copenhagen employs
the slogan sooner or later it’s Copenhagen’, the highest
free nicotine brand

students and of giving them specific instruc-
tions about how to use snuff:

It is fact that the only way to create a new user of our
product is by having the consumer actually try the
product. We are the ones who must get out to the
consumer and show him the proper technique of
using our smokeless tobacco.

ﬁ’our number one objective is quality one-on-one

sampling. When sampling, try to_zero in on yo
smokers (smokers are usually more accepting o% a
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EXPANDING USER BASE 1-2-3.... All you do is put it between your
cheek and gum - the refreshing taste comes

right through.” In a 1980 advertisement by -~

Consumer Promotions PROSPECTIVE UST (figure 6), former Dallas Cowboys foot- -
:gz‘:z':f Regional NEW USERS Sampling ball star Walt Garrison answered questions
- Mass * None about moist snuff, including this one: »
. gﬂ:::; ;‘::; Q; Does Going Smokeless take some getting used < .
to?
A: Sure. At first you could feel a slight irritation on >
Peer Grouping the gum, and the tobacco may move around your
Established mouth more than it should, and you might work up o~
Building too much saliva. But learning is part of the fun and -
these things pass with practice. Two weeks should &
make you a “pro.”
This advertisement actually instructs the b
Spokesmen new user to ignore “irritation” —a natural «

* Regional warning sign of disease. It also boasts that:
Spokesmen “New users, of all ages [emphasis added]... &
o togcted AdvertisingMedia  are joining up all the time.” .

- Nasional * Focused Other advertisements show how advertising +
Spokesmen with :m’ InScope  nromotes the graduation strategy. An advert- <
mass l'audlence isement for Skoal Bandits used selling mes-
appesl sages such as “Introducing” and “Essier to 7

enjoy” (figure 7). In contrast, one for Copen-
Advertising Expenditures hagen simply states: “Sooner or later - it’s ) 4
Public Relations * Attract through Copenhagen™ (figure 8).
Emohast _ Investment spending A 1986 brochure for Skoal Bandits®! offers *
mphasize tradition Reinforce image among . A
and heritage current users with -new users instructions on how to use the .. .
Educational protective spending product and conveys a clear understanding of

how to develop tolerance to the toxic effects of *
a drug. According to the brochure:

Figure 9 A UST chart, shown at a N ber 1994 Congr I hearing, which
describes seven activities used by UST to expand its ““ user base™. ( This chart is a

replica of the one presented at the hearing.) How long should I keep the pouch in my >
sample as they already use tobacéo, and 85% of mouth? If you haven’t tried Skoal Bandits bgfore, n
smokers want to quit).j Quality sampling pre- W€ reoomrfnmd that you keep your first one in for .
sentations should include teaching non-users how to . :ljb;:;oihr:?;? ;exztﬁ?:::.bz?:ngmeyﬂzt %
open the can, start with a small pinch, don’t swallow 2 . .
pgoduct or juices, it will take I;ime o get used to  fst beer, Skoal Bandits can be a taste that takes
using oral tobacco, so keep on trying it, and inform . timetoacquire and get the most out of. After four or -
the non-user where he can purchase the product. five Skoal Bandits you’ll find you've developed quite b,
. a taste for them and you’ll want to keep a pouch in ~
Another quote from the manual instructs the long as the flavour lasts — this varies from person g
student representative on how to deal with o person. ' .
g:;tgvl:g;l;ﬁsg?m potential consumers or Further evidence documenting industry in-
- tent to move new users from low to high %
Don’t discuss health issues with anyone. If someone  nicotine snuff products was presented to the B
is negative towards your sampling, a good linetouse  {JS House of Representatives Subcommittee 4
is that ““If a person chooses to use tobacco, we would on Health and the Environment at a hearing on -
like them to use our product instead of someone 59 November 1994 on smokeless tobacco.
else’s product.”” Any further health r'elatcd inquiries Hearing Exhibit 4, a UST document released 4 -
should be addressed to the Greenwich Q(ﬁce. by Henry W , then subcommittee chair-
According to Leading National Advertisers, man, describes seven activities that were used -
advertising expenditures for the low nicotine to expand UST’s “user base” (figure 9). 2
brands far outweigh those for the higher According to the exhibit, these marketing =
nicotine brands. In 1983, total US Tobacco activities are intended to move new users from s
advertising dollars for Skoal Bandits accounted  Skoal Bandits to Long Cut, to Skoal, and
for 47% of all company snuff advertising,®® finally to Copenhagen. The seven marketing P
even though the brand made up only 2% of tools include sampling, advertising media, o
market share by weight.?® Copenhagen, the advertising expenditures, public relations, s
highest nicotine brand made by UST, had spokesmen, peer grouping, and consumer 2
only 1% of advertising expenditures® but promotions. In the case of the low nicotine
50% of market share.” UST spent $5.8 brand Skoal Bandits, mass sampling, mass A
million in 1990-1 for print advertising for advertising, and mass promotions are recom-
Skoal and Skoal Bandits.?* No print adver- mended. In contrast, the expansion strategy &
tising was reported for Copenhagen. for the high nicotine Copenhagen calls for no >
Advertising messages for the low nicotine sampling, focused advertising, and selected
brands further support their role in the regional consumer promotions. %
graduation strategy. Advertisements have pro-
vided non-users with instructions on how to fat
use oral tobacco. A text for a Skoal Bandits Conclusions 2

brochure ‘(figure 5) reads, “It’s as easy as

This evidence indicates that oral snuff manu-
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facturers manipulate levels of free nicotine in
oral snuff brands and that UST employs a
graduation strategy based on free sampling of
low nicotine brands with the intent of causing
and maintaining nicotine dependence among
young men with no history of tobacco use. The
marketing campaign has resulted in a surge in
snuff use among adolescent males. Other
nations that were recently faced with the new
introduction of oral snuff into their markets
banned the products before use became wide-
spread. Bans are now in effect in Australia,
New Zealand, Hong Kong, and the European
Union.* The long-term impact on oral health
and oral cancer from this marketing pro-
gramme will be devastating unless steps are
taken immediately to prevent smokeless
tobacco manufacturers from promoting nic-
otine addiction to youth.
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Dealing With an Innovative Industry: A Look at
Flavored Cigarettes Promoted by Mainstream Brands

Product and marketing
innovation is key to the
tobacco industry’s success.
One recent innovation was
the development and mar-
keting of flavored cigarettes
as line extensions of 3 pop-
ular brands {Camel, Salem,
and Kool). These products
have distinctive blends and
marketing as well as inno-
vative packaging and have
raised concerns in the pub-
tic health community that
they are targeted at youths.

Several policy initiatives
have aimed at banning or
limiting these types of prod-
ucts on that basis. We de-
scribe examples of the prod-
ucts and their marketing and
discuss their potential impli-
cations (including increased
smoking experimentation,
consumption, and “someday
smaoking”), as well as their
potential impact on young
adults. (Am J Public Health.
2006;96:244-251. doi:10.2105/
AJPH.2004.061200)
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THE TOBACCO INDUSTRY HAS
a long history of innovation in
product development. Successful
product innovations have in-
cluded the introduction of filter,
menthol, and low-tar cigarettes;
changes in cigarette length and
circumference (such as ultra long
and ultra slim); and changes in
cigarette packaging, such as the
introduction of the 1950s flip
top hard pack, to name a few.!
Innovation in products and mar-
keting is driven by the desire to
increase market share and there-
fore profits. It also may be fueled
by industry research into target
audience needs, product prefer-
ences, and smoking practices
and by the need to respond to
environmental factors, including
litigation, consumer health con-
cerns, public opinion, and to-
bacco control regulations.

Flavored line extensions of
popular cigarette brands—
specifically, Camel’s Exotic
Blends, Kool's Smooth Fusions,
and Salem’s Silver Label—are
a recent tobacco industry
innovation.

Although the Wall Street Jour-
nal recently called sweet-flavored
cigarettes “one of the hottest new
product categories in the tobacco
industry,” industry documents
show that tobacco companies
have researched and developed
flavored cigarettes off and on for
decades*™® Furthermore, fla-
vored cigarettes such as Kretek
International’s Dreams brand and
a variety of other flavored to-
bacco products existed earlier in
a “flavor niche” of the tobacco
marketplace. However, compared

with other flavored cigarettes on
the market today, these 3 prod-
ucts, especially Camel Exotic .
Blends, have been more visible,
more available, and, perhaps be-
cause of their visibility and avail-
ability, more controversial.

These flavored cigarettes may
work as innovations intended to
increase market share by both
meeting product preferences of
target audiences and by acting
as a means of reachmw
target audiences (namely, young
people) in an environment of
gr-f)—v_ri,ng restrictions. Recent stud-
fes show that the 3 flavored
products are being used primarily
by young people. In surveys con-
ducted in 2004, as many as 20%
of smokers 17 to 19 years old
had used flavored cigarettes in
the last 30 days, whereas only
6% of smokers older than 25
were found to have smoked one
of the 3 flavored lines.”® Use was
highest for 17-year-olds (19.6%j)
and 18- to 19-year-olds (20.2%)
and lowest for smokers older
than 40." In terms of gender,
17- to 26-year-old males were
more likely than females of the
same age to use these products.
Among the 3 flavored lines, Camel
Exotic Blends was more com-
monly used than the other two."
These data raise significant con-
cerns regarding the implications of
these products for smoking among
youths and young adults.

METHODS

Information presented here
was based on review of the sci-
entific and popular literature and

collection and analysis of tobacco
industry products and promo-
tions. Examples of the products
themselves, magazine advertising,
and direct mail promotions were
drawn from Trinkets and Trash, a
surveillance system that collects
tobacco industry products and
promotions and displays images
and information on its Web
site.”? From 2003 to 2005, Trin-
kets and Trash tracked and ex-
amined tobacco advertising in 20
general population (but not youth
or teen) magazines and collected
direct mail promotions from a
convenience sample of Trinkets
and Trash contributors who had
received mail from Camel, Kool,
and Salem. A total of 20 packs of
flavored cigarettes {12 for Camel,
4 for Koo, 4 for Salem), 20 ad-
vertisements related to flavored
brands (14 for Camel, 4 for Kool,
2 for Salem), and 21 direct mail
pieces promoting the flavored
brands (18 for Camel, 2 for
Kool, 1 for Salem) were col-
lected. The content of the adver-
tisements, the direct mail pieces,
and the packs themselves were
analyzed to identify themes. Vari-
ables such as the models fea-
tured, the type of scene por-
trayed, and the use of color and
font style were considered. In ad-
dition, the copy or descriptive
words used in all of the pieces
were recorded and analyzed. Al-
though the sample may not have
included all promotional materi-
als for these flavored brands, we
believe it was sufficient for mak-
ing preliminary observations and
for identifying trends and areas
for future research.
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FLAVORED CIGARETTES
AS AN INNOVATION

In 1999, the R] Reynolds To-
bacco Company began market-
ing Camel Exotic Blends, a line
of premium flavored cigarettes
with designer wrappings pack-
aged in flat full-color tins. The
product line consists of 5 main-
stay flavors and additional “spe-
cial” or “limited time only” fla-
vors featured in promotion with
seasons, holidays, or other cam-
paigns. Although initially avail-
able only through Camel events
or special order, today they may
be found in many outlets that
sell tobacco, including conve-
nience stores, gas stations, and
tobacco stores.”® At least 18 dif-
ferent flavors of Exotic Blends
have been introduced since
1999. The blends have used
fruit flavors such as berry, lime,
coconut and citrus; sweet fla-
vors such as vanilla, cinnamon,
chocolate, mint, and toffee; and
alcohol flavors such as bourbon.

The Exotic Blends line was
followed by flavored extensions
of 2 major menthol cigarette
brands: R] Reynolds’ Salem Sil-
ver Label, a collection of 4 fla-
vored blends introduced in 2003,
and Brown and Williamson’s 4
flavored menthols, Kool Smooth
Fusions, a limited edition line
introduced in 2004. These 2
brands combined menthol with
such flavors as berry, vanilla, and
mint. It should be noted that
Camel Exotic Blends is the only
one of these brands to have con-
tinued sales into 2005.

PRODUCT AND
BRAND IDENTITY

Package Design

The products under discussion
are presented in unique and
graphically appealing packages
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Source. Image courtesy of Trinkets and Trash (www.trinketsandtrash.org).

and are designed to create a vi-
sual impact (Figure 1). Package
design is a key part of a prod-
uct’s brand identity and is espe-
cially important for cigarettes.'*'>
Unlike many other products, cig-
arette packs are not discarded
after being opened but rather
are retained and reopened (often
in view of others) until the last
cigarette has been smoked. The
social visibility of the packs and,
in the case of distinctive ciga-
rettes, the cigarettes themselves
make them “badge products,”
wherein the use of the product
associates the user with the
brand image.® ™™ According to a
Brown and Williamson execu-
tive, consumer response de-
scribed Kool Smooth Fusions as
“a pack to be seen with.”*® Fur-
thermore, the distinctive look of
the cigarette pack itself serves as
a traveling advertisement of the

FIGURE 1-Distinctive packaging sets the flavored cigarettes apart. Kool’s Smooth Fusions utilize a
completely new cigarette package design—a hard pack that opens up in the middle into 2 halves like a
book, with cigarettes held vertically in each side (upper left). For Silver Label, Salem replaced its
standard green or black “slide box” hard park with a sleek, silver, slightly curved, tin/aluminum case
(upper right). Camel’s Exotic Blends come in embossed foil-wrapped lining paper within elegant and
skeek colored tins, following the traditional style of luxury cigarette packaging (bottom row).

brand when carried by a
smoker; when placed together in
a retail setting, the packs act as
mini-billboards for the brand at
the point of sale.” Packaging
may be particularly important in
promoting a new cigarette, espe-
cially at the point of sale, where
customers choose among the
clutter of competitive brands and
may meet new brands for the
first time."

The Camel, Salem, and Kool
flavored product lines share a
number of other commonalities
that also differentiate them from
most cigarettes and present them
as being new. In addition to in-
novative packaging, varied leaf
blends, and intense flavorings and
aromas, the cigarettes themselves
have distinctive looks, with de-
signer tipping and wrapping pa-
pers that highlight brand logos
and match the color and look of

the flavor’s pack (Figure 2). Fi-
nally, carefully crafted descriptions
of the flavor are provided with the
pack to further communicate the
identity of both the individual
flavor and the flavored brand line
overall. For example, the wording
on Kool's Mintrigue pack de-
scribes the flavor as “A deeply re-
warding menthol experience that
tantalizes, yet leaves you guessing
as to the secret of its intriguing
refreshment.” This “mysterious”
sentiment is echoed on the packs
of the other Kool flavors, which
are described as “alluring,” “en-
chanting,” and “enticing,” and is
again reinforced in the advertis-
ing of these flavors (Figure 3).

Marketing

Advertising is traditionally
used to establish brand identity
and shape consumers’ attitudes
about a brand.®*
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Advertisements for the 2 fla-
vored menthol brands make use
of modern type fonts and com-
puter-generated geometric de-
signs and shapes and convey
surreal or technological themes.
The images for the 5 mainstay
Camel Exotic Blends use drawn
models with darker features and
Middle East—inspired designs,
themes, and colors. Their ap-
pearance and marketing taps
into the current trend toward
“new luxury” products that are
somewhat more expensive but
perceived as being of better
quality and taste.*° Promotional
messages describe the line as “a
collection of sophisticated indul-
gences,” luxuries that can en-
hance pleasure. For example,
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FIGURE 2—The look, smell, and taste of the 3 flavored cigarette
lines set them apart from others. These cigarettes highlight brand
logos and use designer tipping and wrapping papers that match
their brand and flavor image. Cigarettes from left to right: 3 Camel
Exotic Blends, 1 Salem Silver Label, 2 Kool Smooth Fusions.

vanilla-flavored Crema is de-
scribed as delivering a “creamy,
indulgent flavor that offers an in-
triguing and pleasurable smok-
ing experience.”

The idea of luxury is rein-
forced through advertisements
portraying Exotic Blends as
fine products served on platters
and used with other select “in-
dulgences” such as chocolates
and champagne (Figure 4). In
contrast, the imagery of the spe-
cial or “limited edition” Exotic
Blends are more colorful and ac-
tive, as they portray models cel-
ebrating special occasions such
as Mardi Gras, or enjoying sea-
sons such as summer (Figure 5).
These images frame smoking
as a fun activity for special

occasions, parties, and use with
alcoholic drinks.

DISSEMINATION OF THE
INNOVATION

To diffuse these flavored lines,
tobacco companies repeated the
images and descriptions of these
products across a variety of stan-
dard industry diffusion channels,
including in-store promotions,
magazine ads, direct mail, themed
parties at bars/clubs, and interac-
tive Web pages.

In the face of recent market-
ing restrictions, several studies
have noted the tobacco indus-
try’s growing reliance on point-
of:sale promotions.* % For
these flavored products, posters,
signs, and other in-store dis-
plays—in addition to the packs
themselves—encourage
purchase.?® -~

Advertising for Camel Exotic
Blends was repeatedly found in
popular magazines with a pre-
dominantly young adult (18—-34
years) reademmported
by individual magazine media
kits’ circulation and readership
data), including Blender, Cos-
mopolitan, FHM, GQ, Jane,
Maxim, Playboy, and Rolling
Stone (many of which may also
attract teenaged readers).
Smooth Fusions ads were also
found in those popular maga-
zines, as well as in Latina and
Ebony, magazines aimed, respec-
tively, at Latina and African
American women.?

In contrast to magazines,
which are visible to the general
population, direct mail promo-
tions go only to those on the to-
bacco industry’s extensive direct
mail databases.?® Camel and
Kool used direct mail to intro-
duce, promote, and even allow
sampling of their flavored blends.
The Trinkets and Trash collection

received 9 different direct mail
pieces from Camel and 2 from
Kool between 2003 and 2005
that specifically highlighted their
flavored lines. Nine additional
Camel pieces promoted Exotic
Blends together with the regular
blends. Kool used direct mail to
introduce Smooth Fusions and
provide free trial packs of the
new line. One piece from Camel
(Figure 4) presented and de-
scribed each of the 5 mainstay
Exotic Blends. Other Camel
pieces promoted limited-time-
only seasonal or holiday flavors,
such as the New Year’s—themed
Midnight Madness. ‘

Bar and club events are a nat-
ural channel for disseminating a
“new” version of tobacco prod-
ucts® 2® such as flavored ciga-
rettes. Camel promoted Exotic
Blends with free cigarette sam-
ples during its 2001-2002
“7 Pleasures of the Exotic”
theme party tour and followed
this up with its 2004 “Roaring
2000s” bar/club tour to 11 dif-
ferent cities, featuring its bour-
bon-flavored limited-time ciga-
rette, Back Alley Blend.

Web sites such as Camel’s
offer a different kind of dissemi-
nation channel—one that is more
exclusive (it is a “secured” site,
where a login, password, and age
verification are needed to ex-
plore) and more interactive than
print materials. Camel advertise-
ments and direct mail frequently
direct readers to the Web site,
where Camel devotes a section
to promoting the Exotic Blends.
The flavors are individually fea-
tured and described in various
elaborately themed pages. A
unique feature of this channel
is the “Exotic Blends Store Loca-
tor,” a search engine that allows
users to type in an address and
search for the nearest stores that
carry the Exotic Blends.”
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Source. Image courtesy of Trinkets and Trash (www.trinketsandtrash.org).

IMPLICATIONS

The flavored cigarettes dis-
cussed here have come under
fire from public health and to-
bacco control advocates, who

say that these “andy flavored”

products target youths, 28303
my that fla-

- vored cigarettes mask the ﬁ!‘&&te
of tobacco (or “sweeten the
poison”),’° thereby making it
easier for new smokers, 90% of

whom are teenagers or younger,
to take up the habit. > The to-
bacco industry denies that these
products are targeted at youths
and says that the flavors, rather
than being candylike, are those
that appeal to adults. These cig-
arettes, the industry claims, re-
flect a general trend toward
flavored products for other
adult-oriented products such as
liquors and coffee and are made
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FIGURE 3—Kool's sexy Smooth Fusions magazine ads. Kool's ads use a sexy theme of mystery and
intrigue. These ads ran during June through August 2004 in such magazines as Ebony, Latina, Jane,
Maxim, Blender, Cosmopolitan, and Playboy.

for, tested with, and marketed to
adults.>*®

The distinction in target andi-
ences is important for the future
of these products. The Master
Settlement Agreement (MSA)
between the states and the to-
bacco industry outlawed adver-
tising or promotions targeting
youths (younger than 18 years)
either directly or indirectly but
did not impose significant re-
strictions on marketing to
adults.* Violation of the MSA
through targeting youths could
result in substantial penalties for
the manufacturers and an end
to the sales and marketing of
these products. Thus far, to-
bacco control advocacy efforts
and policy initiatives aimed at
banning or limiting the sale of
flavored products have primarily
framed concerns in terms of tar-
geting youths.

Although we agree that these
products are indeed enticing to
youths and at the very least are
being marketed with them in
mind, in this discussion we will
focus on the tobacco industry’s
stated target population of
adults, principally young adults,
who serve as role models for
youths. Indeed, young adults
constitute an appealing market
for the industry for several rea-
sons. In addition to being the
youngest legal targets for the to-
bacco industry and a group not
protected by the MSA, young
adults (18—24 years) have some
of the highest rates of cigarette
smoking in the United States®**
and are the one group for which
smoking prevalence has not
fallen in recent years.>® Tobacco
companies recognize the impor-
tance of the youth and young
adult market because brand

preferences are established early
in life, often with the first ciga-
rette.® Targeting young adults
may be perceived as doubly
beneficial in that it both cap-
tures 18- to 24-year-olds and
indirectly influences teens, who
may seek to emulate their older
peers.

Whereas previous research
found that approximately 90%
of smokers began smoking dur-
ing early adolescence, recent
studies suggest that a growing
number are initiating smoking as
young adults.>’*° A number of
factors have been suggested as
playing a role in late initiation,
including targeted marketing >4
In fact, review of previously se-
cret tobacco documents has
shown that the tobacco industry
sees the process of becoming a
smoker as something that begins
in the teen years and extends
into adulthood.*"*? In other
words, getting someone to initi-
ate smoking is just the first step;
producing a pack-a-day addicted
smoker requires nurturing.

This nurturing and develop-
ment of a loyal customer de-
pends not just on the degree to
which a tobacco brand’s market-
ing employs images and words
that resonate with an audience,
but also on how well the product
itself meets their needs and
smoking preferences. The impor-
tance of the product’s blend and
taste to its success is not un-
known to the industry. Research
has shown that tobacco compa-
nies have modified product de-
signs to meet target audience

43-45 with women

preferences,
and young people being notable
target markets. According to
tobacco industry documents, to-
bacco company research identi-
fied mildness, smoothness,
sweetness, and less harsh-tasting

cigarettes as being important
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preferences for younger
smokers.*® In fact, R] Reynolds
spent much of the 1980s re-
searching and developing new
versions of Camel that were
more appealing to the young
adult smoker. During this time,
flavoring was determined to be
something that could increase
perceptions of smoothness. In
this way, flavored cigarettes may
be considered as innovations de-
veloped for the purpose of gain-
ing market share by building on
known product preferences.

Adpvertising for Camel Exotic
Blends frames the smoking of
flavored cigarettes as sophisti-
cated and exotic, an indul-
gence for “special occasions
that exemplifies the luxury
concept of “smoking less but
smoking better.”*"*® These cig-
arettes may therefore promote
another behavior: the growing
trend of nondaily or “somedéy
smoking™*® (the highest rate of
which is among 18- to 24-year-
olds).>* In fact, according to an
R] Reynolds spokesman, Exotic
Blends aim not at getting people
to start smoking, but rather at
adult smokers of competitive
brands. “Instead of smoking
two packs of mainstream ciga-
rettes daily, we want them to
only smoke a few of our ciga-
rettes, but enjoy them more,”*’
the spokesman said.

It is too early to estimate the
extent to which these flavored
products will be adopted or the
influence they will have. As indi-
cated in the introduction, recently
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Source. Image courtesy of Trinkets and Trash (www.trinketsandtrash.org). released findings show that the
FIGURE 4—Exotic and luxurious marketing images. Marketing images reinforce the overall exotic and flavored lines are being smoked
luxurious brand identity of Camel’s mainstay Exotic Blends. This magazine ad (top) and direct mail piece by both youths and young adults.
(bottom) promote the Exotic Blends as fine products served on platters and used with other select Further research into the preva-
“indulgences” such as chocolates and champagne (bottom). These products are often presented by lence of their use and the appeal
attractive, luxuriously dressed, and exotic looking models (top). This direct mail piece from Camel of their advertising is being con-
(bottom) featured and described each of the five Exotic Blends and invited recipients to “add a touch of ducted. Additional research
flavor to any occasion.” should focus not only on who is

smoking these cigarettes, but also

248 | Dealing With Innovation and Uncertainty | Peer Reviewed | Lewis and Wackowski American Journal of Public Health | February 20086, Vol 96, No. 2




DEALING WITH INNGYATION AND UNCERTAINTY

cAME,

Loact Atley Diepd 7

| SURGEOA CENCWLS VARG Copu SURGEON SENERAL'S WABKING. Cowtst
. Sainke Contaias Carbon Mensiide. Smeke Contains Cartion Monaride

SURGEQN SENERAL'S WARKING. Smeking
By Pregoant Womsée May Resylt in fara)
iy, Prometise Bk And Low Buth Woht

Source. Image courtesy of Trinkets and Trash (www.trinketsandtrash.org).

FIGURE 5—~Smoking as a fun activity for special occasions. The festive ads for Camel’s “limited edition”
Exotic Blends frame smoking as a fun activity for special occasions, parties, and for use with alcoholic
drinks. The pineapple- and coconut-flavored Kauai Kolada and the lime-flavored Twista Lime were 2004’s
summer blends (upper left). Back Alley Blend (upper right) was the bourbon-flavored featured cigarette
of Camel’s Roaring 2000s campaign. Berry-flavored Bayou Blast celebrated Mardi Gras (bottom left),
and in December 2003, Midnight Madness was marketed as the New Year’s promotional blend featuring
the “bubbly flavor of New Year’s spirits” (bottom right).

on how, when, and where smok-
ers are using these products. How
regularly are they smoked? Are
these cigarettes mostly used by
current smokers as complements
to their existing brand of ciga-
rettes? If so, when, or on what
occasions, do smokers decide to
use the flavored cigarettes in-
stead? What percentage of fla-
vored-cigarette smokers are new
smokers? “Part-time” smokers?
Are there people who smoke fla-
vored cigarettes now instead of
their regular brand (and instead
of quitting)? What do young
smokers and nonsmokers think
about the advertising and packag-
ing concepts and the product
overall? Are the products viewed
as less harmful, more attractive,
or more acceptable?

It is also unclear to what extent
the flavored products—even if
they are used as occasional
smokes, as their producers say
they are intended-might increase
sales of and influence attitudes
toward the brand in general. Will
smoking Camel’s Exotic Blends
result in increased market share
for regular Camels? Information
from an ad agency, Gyro World-
wide, which reports on its Web
site that it played an integral role
in developing the Exotic Blends
launch strategy,”® suggests this
might be one of the aims of
Camel’s flavored line. According
to Gyro, the goal in the creation
of the Exotic Blends was to “cast
a positive halo across the entire
Camel brand by raising product
perceptions and dimensionaliz-
ing the brand’s unique exotic
brand heritage.”?%

Although much of the contro-
versy over these flavored ciga-
rettes has centered on their poten-
tial to encourage experimentation
(while masking the taste of the
tobacco) among nonsmokers,
smoking initiation is not the only
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behavior they may influence.
The products discussed here
offer a variety of tempting tastes
and smells that may entice cur-
rent and transitional smokers to
continue smoking, derail quitting
attempts, and lure those who
have quit smoking to take it up
again. These, too, are questions
that need to be explored.

It is difficult to gauge how these
products are viewed by their re-
spective companies, although it
has been noted that in 2002,
following the introduction of Ex-
otic Blends, Camel’s sales rose 4%
whereas Marlboro’s fell 69%.3°
More information is needed about
the development of the products
(including how flavors are se-
lected and how they are added),
about the monetary investment
in these products and their adver-
tising, and about their adoption
success and market share.

In the meantime, further regu-
lation could work to impede the
adoption of these products. As
mentioned earlier, the MSA,
while outlawing marketing to
youths, did not significantly re-
strict marketing to adults and
therefore left open a number of
options for the tobacco industry.
In keeping with the industry’s
history of shifting strategies in
response to regulation, public
opinion, and other factors,>®
the MSA has been followed by
increased expenditures for and
emphasis on marketing strategies
and populations (including
young adults) not bound by it,
rather than a reduction in overall
cigarette promotional spend-
ing.23’26‘41‘42’51’52 Unaddressed
sirategies include in-store adver-
tising, advertising in magazines
that lack a significant youth
readership, sponsorship of adult-
only events, direct mail, and In-
ternet promotions, all of which
have been used in promoting
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these flavored products. In addi-
tion, MSA provisions did not ad-
dress the content or appearance
of cigarettes or their packaging,
leaving the door open for the
development and promotion of
such products as flavored ciga-
reties, as well as their attractive
and innovative packaging.

Public health and tobacco
control advocates have long
called for government regulation
of the design and content of to-
bacco products, as well as their
marketing, as a way of limiting
the industry’s ability to maxi-
mize both the appeal and addic-
tiveness of their products.®® One
provision of recently proposed
legislation for the Food and
Drug Administration regulation
of tobacco calls for banning the
use of flavoring other than men-
thol in cigarettes. Other policies
that require plain or generic
packaging of tobacco products
could limit the appeal of these
attractively packaged cigarettes
by standardizing tobacco prod-
uct packaging and design so
it is the same from brand to
brand.”** These policies would
protect not only youths but also
other susceptible target groups
such as young adults.

Whether further regulation
of tobacco products, packaging,
and marketing will someday be
realized or not, the tobacco in-
dustry will undoubtedly con-
tinue to develop new strategies
to ensure its existence and max-
imize sales within any regula-
tory environment it faces. For
this reason, public health practi-
tioners need to be aware of to-
bacco industry product develop-
ment and marketing tactics in
order to anticipate, address, and
counter their potential impact.
Ongoing surveillance of tobacco
industry activities is therefore
essential. W
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New Cigarette Brands With Flavors That Appeal
To Youth: Tobacco Marketing Strategies

Tobacco industry documents reveal a deliberate strategy to add
flavors known to appeal to younger people.

by Carrie M. Carpenter, Geoffrey Ferris Wayne, John L. Pauly, Howard K.
Koh, and Gregory N. Connolly

ABSTRACT: Tobacco manufacturers have recently introduced a proliferation of exotic
brands featuring candylike flavors. We reviewed internal tobacco industry documents and
patents to assess the role of flavored cigarettes in the targeting of young smokers. This re-
search revealed the development of flavor delivery technologies hidden from consumers
and public health professionals, including the use of a plastic pellet placed in the cigarette
filter. These findings raise concerns as to the potential added health risks associated with
using new flavored tobacco products, and they underscore the need for effective assess-

ment and monitoring of tobacco products.

ESPITE ASSURANCES that they no
Dlonger target youth either directly or
indirectly, cigarette manufacturers
have recently introduced a range of candy-
and liqueur-flavored tobacco products, with
alluring names such as Dark Mint, Cool Myst,
Midnight Berry, and Mocha Taboo, and sea-
sonal variations such as Bayou Blast and Mid-
night Madness (Exhibit 1). These brand ex-
tensions are being heavily marketed to youth
and racial/ethnic groups, with colorful and
~ stylish packaging and flavors that mask the
harsh and toxic properties of tobacco smoke.!
While overall cigarette sales have fallen, R]
Reynolds’ (RJR’s) Camel brand family experi-
enced a 9.8 percent sales volume increase dur-
ing the past year, coinciding with the intro-
duction of flavored brand extensions.?

The purpose of this study was to review in-
ternal industry research to provide insight into
flavored cigarettes and novel flavor technolo-
gies that are being used to capture the youth
market. First, we reviewed internal docu-
ments to examine the use of flavors to target
youth, including differences in flavor prefer-
ences among this target population, as well as
industry product design and marketing strate-
gies. Second, we assessed internal industry re-
search as well as U.S. patents to identify the
use of new and nonconventional flavor deliv-
ery systems in cigarettes, including the possi-
ble effects on product delivery. Finally, we con-
sidered the incorporation of new technology
in recent products and policy implications
based on their potential role in targeting new
smokers.

Carrie Carpenter (ccarpent@hsph.harvard.edu) is a research analyst in the Division of Public Health Practice,
Harvard School of Public Health, in Boston, Massachusetts. Geoffrey Ferris Wayne is research manager there. John
Pauly is a cancer research scientist in the Department of Immunology, Roswell Park Cancer Institute, in Buffalo,
New York. Howard Koh is the Harvey V. Fineberg Professor of the Practice of Public Health, Division of Public
Health Practice. Gregory Connolly is a professor of the practice of public health in that division.
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EXHIBIT 1

Examples Of Current Commercial Flavored Tobacco Products, As Of October 2004

Flavored product Brands Manufacturer

Cigarettes Exotic Camel; Mandarin Mint, Twist, tzmir Stinger, Crema, Dark Mint  RJ Reynolds Tobacco
Exotic Camel Limited Distribution: Beach Breezer, Margarita Mixer, Company

Bayou Biast, Back Alley Blend, Kauai Kolada, Twista Lime, Midnight
Madness, Winter MochaMint, Warm Winter Toffee
Salem Sitver: Cool Myst, Fire and Ice, Dark Currents, Deep Freeze

KOOL Smoaoth Fusions: Midnight Berry, Caribbean Chill, Mocha Brown and Williamson
Taboo, Mintrigue

Sweet Dreams~Cocktail Cigarettes: vanilla, chocolate, Midnight, Kretek International Inc.
mint, herbal, cherry

Liquid Zoo: coconut, strawberry, Cool Mint Kretek International Inc.

Djarum: cherry, vanilla P.T. Djarum

Smokeless tobacco Rooster: Bold Wintergreen, lcy Mint U.S. Smokeless Tobacco
Skoal: berry blend, cherry, mint, vanilla, apple, spearmint Company

Copenhagen: Black Bourbon
Revel (PREP? oral smokeless product, low TSNA): mint, wintergreen,
cinnamon

Cigars Flavors by CAO: Moontrance (exotic fruit and bourbon vaniila), Earth  CAQ
Nectar (Tuscan flavours and infused chianti), Gold Honey, Eileen's
Dream (white chocolate truffle and Irish cream), Beila Vaniila (pure
Madagascar vanilia)

Chevere Ice Cream Flavored: amaretto, Irish cream, vanilla, rum Nestor Plasencia
Tatiana Classic: vanilla, rum, cinnamon, honey, cherry Don Lino Cigars
Cojimar Flavored Cigars: cherry, vaniila, rum, cognac, peach, Cojimar
Sambuca, amaretto, chocolate, cinnamon, mint
Al Capone: Slims Rum Dipped, Sweets Cognac Al Capone Cigars
Cigarette rolling paper  Juicy Jay's: cotton candy, blackberry brandy, green apple, fudge, HBI international

candy cane, Sizzling Bacon, bubble gum, marshmallow, raspberry

Liquid Zoo: coconut, strawberry, Cool Mint Kretek International Inc.

SOURCES: RJ Reynolds Tobacco Company, “Camel Smokes,” www.smokerswelcome.com/CAM/ dtclogin.jsp?brand=CAM (23
May 2005); Campaign for Tobacco-Free Kids, “Big Tobacco Stilf Targeting Kids,” 17 September 2004, www.tobaccofreekids
.org/reports/targeting (23 August 2005); “Trinkets and Trash: Artifacts of the Tobacco Epidemic,” www.trinketsandtrash.org
(23 August 2005); RJ Reynolds, “Salem Access,” www.smokerswelcome.com/SAL/dtclogin jsp?brand=SAL (23 August 2005);
My Cigarettes. www.mycigarettes.com; U.S. Smokeless Tobacco Company, www.ussmokelesstobacco.com; HBI International,
“Juicy Jay’s Rolling Paper,” www.hbiinternational.com/index.html; CAO Cigars, “Flavours by CAO,” www.flavoursbycao.com;
Cigars International, www.cigarsinternational.com; Cigar Hut, www.cigarsforless.com; and Rolting Paper Warehouse, www
rollingpaperwarehouse.com.

2PREP is potentially reduced exposure product. TSNA is tobacco-specific nitrosamines.

Study Methods manufacturers. The collections are updated on
an ongoing basis and as of December 2004
housed more than seven million documents.’
We used the U.S. Patent and Trademark Office
Web site to obtain issued patent awards and
published patent applications.

Documents were identified through word
searches (such as flavor, young, youth, candy,
sweet, taste, pellet, preference) on both an in-
dex and the full text of the documents. A doc-
ument was considered relevant if it described
the use of flavors and flavor technology in the

The study draws on findings from internal
tobacco industry documents, U.S. patent
awarded and pending applications, and a
physical examination of Camel Exotic Blend
cigarettes, Internal document research was
conducted through a Web-based search of to-
bacco industry document collections made
publicly available through the 1998 Master
Settlement Agreement (MSA) between the
state attorneys general and major U.S. tobacco
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development of products targeting new and
younger smokers. Identified documents were
surveyed for recurring authors, named per-
sons, keywords, and project names and codes
that might reveal further avenues for retrieval.
These searches resulted in a final set of ap-
proximately 120 relevant documents, ranging
in date between 1969 and 2001

Patents were identified using keyword
searches (such as flavor delivery, filter) and
were considered relevant if they described fla-
vor delivery systems used to mask the taste or
odor of tobacco smoke. A physical examina-
tion of the filters of various Camel Exotic
Blend cigarettes was performed to identify the
presence of a unique flavor-delivery pellet as
described in U.S. patents and within the inter-
nal documents.

Results

M Using flavors and flavor concepts to
target youth. Cigarette manufacturers apply a
variety of flavor additives to nearly all prod-
ucts, but only menthol, which “redefine[d] the
smoking experience” more than forty years
ago, has proved successful as a basis for mar-
keting a cigarette brand by its flavor.* None-
theless, the concept of flavored cigarettes as a
strategy for expanding the cigarette market
has been revisited periodically over many
years. For example, an internal Philip Morris
(PM) presentation in 1992 discussed the bene-
fits of flavored cigarettes, noting that

there has been a flavor-variety explosion in vir-
tually every category of consumables except cig-
arettes. ..New flavors could cut across current
and menthol segments, creating a new category.
..The concept (new flavors) could have the po-
tential to be the most innovative change in ciga-
rette marketing, reviving taste enjoyment and
conscious purchase—selection excitement.™

Exhibit 2 presents examples of flavors ex-
plored by the tobacco industry in concept and
cigarette prototype testing, It should be noted
that industry research on flavor development
has examined many of the same flavors found
in today’s products.

Internally, the appeal of flavored cigarettes
has long been associated with specific con-

sumer populations, particularly young and
novice smokers.S For example, Brown .and
Williamson's (B&W's) consumer research in
1987 tevealed 1 notable > agreement among re:
“spondeits” ‘that ﬂavored cigarettes would be

mnced smokers chomg the sentiments of
the PM presentation quoted above, a 1993
Lorillard document observed: “Growing inter-
est in new f[lavor sensations (i.e. soft drinks,
snack foods) among younger adult consumers
may indicate new opportunities for enhanced-
flavor tobacco products that could leverage
Newport’s current strength among younger
adult smokers. l@s summarized in an undated
RJR document describing the early develop-
ment of flavored cigarettes: “Flavored ciga-
rettes appeal to women...[and] younger smok-
ers.” _

Internal studies of differences in taste and
flavor preferences by age group confirmed that
younger smokers are more open to unique and
exotic flavors than their older counterparts. A
1984 B&W Taste Segmentation study sug-
gested that 28 percent of young smokers (un-
der age 35) preferred robust tastes, compared
with 21 percent and 12 percent of smokers ages
35-54 and age 55 and older, respectively. Youn-
ger smokers (22 percent) preferred fruit fla-
vors more than those ages 35-54 (20 percent)
and age 55 and older (13 percent).©

Industry research findings suggest that
young and novice smokers also might be espe-
cmmproduct benefits related to
flavored cigarettes. In 1992 PM tested several
flavors among yoeung adult smokers (male,
ages 18-24; female, ages 18-34) and identified a
number of possible consumer benefits, includ-
ing increased social acceptance via pleasant
aroma and aftertaste, increased excitement
(for example, sharing flavors), smoking enjoy-
ment, and a “high curiosity to try factor.”!

Young adult smokers represented an
emerging “corporate priority” beginning in the
late 1980s as an engine for industry market
growth2 In a report titled “Products of the
90s,” RJR authors emphasized the need to tar-
get products toward young smokers, and spe-
cifically to ensure “that conventional products

HEALTH AFFAIRS - Volume 24, Number 6
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EXHIBIT 2

Examples Of Flavors Used In Industry Concept And Prototype Testing

Flavors Project title Company, date Description Outcome
Anise, clove, cinnamon, Project FX (flavoring  RJ Reynolds, 1983 Identify flavorants to Low level of clove rated
spearmint, wintergreen exploratory) improve nonmenthol highest, but all

smoking experience
through improved

delivery or new benefits

(fresh breath)

prototypes rated iow;
high-tevel cinnamon/
anise lowest ratings

Apple, spice, lemon,

Brand Choice Model

Brown & Williamson,

Quantitative analysis of

Liguor and spice flavors

liquor, nut, coffee, of the Cigarette 1982 alternative flavors had highest potential
chocolate industry
Brandy Project Prestige RJ Reynolds, 1982 Brandy-flavored Enhanced taste/flavor
Famity (PF) prototypes testing and mildness were key
factors in product
acceptance, not brandy
flavor
Chocolate mint Project Chocolate RJ Reynolds, 1982~  Increase social CM: Prototypes were
Mint (CM) and 83 and 1991-92 acceptability by rated higher than
Salem (mintier) addressing aftertaste, Camel Lights control
Aftertaste (AT) breath, aroma AT: Products did not

meet aftertaste and
acceptance measures;
recommended increas-
ing levels of CM,
menthol

Clove, chocolate, coconut,
fruity, popcorn, ginseng,

minty menthol

Distinctive Flavors

Philip Morris,
1984-85

Develop distinctively
flavored cigarettes for
broad appeal or limited
market segments

Flavors were developed
and found to be
acceptable to
consumers

Lemon and mint

Newport flavor
enhanced line
(Newport “NFL")

Lorillard, 1991

Develop flavor-enhanced
Newport extension
targeted at young adult
smokers seeking
refreshment pleasure

Panel testing showed
that mint was better
proposition; mid/high-
level products tested
well; mint taste not
identified in products;
research ptanned for
high mint levels (Wild
Mint)

Orange, marshmallow,
tutti-frutti, créme de
menthe, cherry

New flavors

Loriflard, 1978

Exploratory focus-group

research on new flavors

Market for flavored low-
tar cigarette

SOURCES: B.W. Zabel, “New Brands Exploration Process. New Taste/Sensation Exploratory,” 8 May 1987, Bates no.
505893133-505893146; RJ Reynolds, “New Brand Task Force,” 8 May 1987, Bates no. 509363539-509363549; B.W.
Zabel, “New Brands Exploration Process. Fresh Aftertaste Exploratory, Problem Definition and Initial Research Framework,” 18
February 1987, Bates no. 505893003-5058393017; Brown and Williamson, “Long-Range New Product Development
Consumer Research Review,” 19 March 1985, Bates no. 670540379-670540407; E. Fackelman et al., “Marketing
Development Proposal (Mdd #83-41106): Social Acceptability/Project CM Focus Groups,” 11 April 1983, Bates no.

502782865-502782868; K.L. Wood, “Product Research Report: Salem Futures/Project AT Prototype Screening,” 20
December 1991, Bates no. 508275463-508275510; M.L. Smith, “Aftertaste Projects,” 10 June 1992, Bates no.
511022566-511022568; Lorillard, “Newport 1993 Strategic Marketing Plan,” 25 September 1992, Bates no. 93335928~
93335994, Lorillard, “Summary Report: New Flavors Focus Group Sessions,” August 1978, Bates no. 85093450-85093480;
Lorillard, “Newport ‘NFL’ Basis of Interest,” 10 December 1991, Bates.no. 82794230-82794232; and J. Hearn et al,,
“Distinctive Flavors 841000,” 29 October 1984, Bates no. 2001115431-2001115432. All are available at the Tobacco
Documents Online Web site, tobaccodocuments.org, searchable by Bates number.

have appeal to 18-24 year olds,” as well as to  current products.”® RJR’s flavor development
provide “choices which are very different from  targeted full-flavor low-tar (FFLT) male and
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female smokers ages 18-34, “given their dem-
onstrated behavior in compromising tradi-
tional tobacco taste and the strategic opportu-
nity to the company presented by younger
adult smokers.™* Likewise, Lorillard’s 1991
proposal for a flavor-enhanced refreshment
line of Newport for young adult smokers
stated: “Given young adults [sic] proclivity to-
wards flavors in other categories (Le. soft
drinks, wine coolers), a flavor enhanced men-
thol product may appeal to these smokers.”*

consistency, and shelf life.? For example, filter
flavor delivery systems may impart flavors
more efficiently because the flavors are not al-
tered by combustion.? A 1986 document as-
cribes a variety of other advantages to “new
generation” flavor-enhancing technologies in-
cluding selective placement within the ciga-
rette and controlled (timed) release.?

In 2 1988 RJR report identifying young
adult smokers as RJR’s “most critical strategic
need,” product concepts targeted at smokers

M Next-generation fla-
vor technologies. Flavors are
traditionally added to to-
bacco or to cigarette paper,
where they are then burned
with the tobacco column in
an attempt to enhance the to-
bacco flavor, mask unpleas-
ant odor, and deliver a pleas-
ant cigarette pack aroma.!
However, the tobacco indus-
try pursued a wide range of
newer nonconventional flavor

“The proliferation of
new flavored brands
comes at a time
when advertising and
marketing
restrictions have
made it more difficult
to target young
smokers.”

M T |

SE—— S

ages 18-24 included after-
taste, tobacco satisfaction,
and menthol aftertaste and
aroma. The product technol-
ogy proposed to address these
areas included nonconven-
tional methods such as poly-
mer pellet technology (PPT).2*
A flavored pellet (polyethyl-
ene bead) inserted in the filter
was designed to provide con-
trolled release of flavor for de-
livery to the smoker.”

technologies to address the
goal of unique flavor delivery. Researchers of
RJR’s Project CT (New Cigarette Taste/Sensa-
tion) recognized that “conventional products
fall short on satisfying ideal smoker wants” in
the area of new taste and/or sensation.”

Industry patents and patent applications
describe a range of new technologies to deliver
flavors for use in tobacco products. For exam-
ple, a 2001 U.S. patent awarded to RJR
describes substances that can be used as ciga-
rette filter additives in the form of polyethyl-
ene strands or as cigarette wrapper or packag-
ing additives.® A 2003 patent awarded to
B&W describes a flip-open box with micro-
encapsulated flavor release.” RJR patents
highlight technology including pellets and
low- and high-density rods inserted in ciga-
rette filters that contain smoke-modifying
agents such as flavorants and provide for well-
controlled flavor delivery.®

New flavor delivery systems were hypothe-
sized to be more effective than traditional top-
dressing methods (that is, flavors added di-
rectly to the tobacco) by increasing stability,

M Filter pellet technol-
ogy and today’s cigarettes. This past re-
search on flavor technology was directly
linked to the development of today’s flavored
cigarettes. In 1994, an RJR researcher wrote:
“We worked on this [high density polyethyl-
ene (HDPE) filter pellet] for Chelsea [brand]
in 1989. ..Sometimes old proj-ects are worth
recycling as the marketplace changes.”® RJR
used filter pellet technology under several pro-
jects (such as Fresh Aftertaste [FAT], New
Cigarette Taste/Sensation [CT], and Tomor-
row's Female [TF]), many of which targeted
young adult smokers (Exhibit 3).

Early prototypes using embedded spear-
mint pellets increased the perceptions of
sweetness in sidestream and exhaled main-
streamn smoke.? In 1989, however, aging stud-
ies under Project TF indicated problems with
flavor migration, and the pellet was not pur-
sued beyond prototype testing.® RJR revisited
PPT in the early 1990s, exploring ways to deter
flavor migration.” By 1999 a flavored pellet fil-
ter prototype had been developed, which in-
cluded traditional cocoa top dressing in com-
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EXHIBIT 3
Examples Of Filter Pellet Technology Used In R} Reynolds Flavor Research
Technology Objectives/description  Project Flavor Outcome
Low-level menthol To gain younger adult Project LLM (low-level Menthol Prototypes did not fulfill
products delivered smoker (YAS) share menthol) positive expectations of
via a polymer bead improved refreshing
implanted in the filter tobacco taste;
tow : technology pursued for
future products
Controlied-release Provide new taste/ Project CT (New Chocolate Chocolate mint and
(polymer bead) sensation to increase taste  Cigarette Taste/ mint, brandy, brandy evaluated
technology and flavored  enjoyment of smoking Sensation), 1987 orange, mitk initially for Project CT
top dressing chocolate,
whiskey, toffee,
lemon, clove
Menthol in top dressing  Use new technology to Project FT {Menthol  Cola, orange/ Positive results using
and filter pellets with achieve major Twist), 1987 lemon, mint, pellet insertion and
menthol additional breakthrough in smoking Cinnamint menthol top dressing in
flavors refreshment for Salem first and last puff of
menthol, coolness,
fresh aftertaste
Three controlled-release  To offer a satisfying Project FB {Fresh Tropical fruit, Results indicate further

technologies: cigarette that leaves a Aftertaste), 1987 sweet and aftertaste work on
microencapsulated clean taste and feeling in spicy, cinnamon citrus, cinnamon apple,
polymer-based flavor the mouth apple, cola, Cinnamint
fibers and pellets cinnamon, citrus,
inserted in filter, and Cinnamint
tobacco-based flavor
pellets inserted in rod

Polymer-based flavor Provide pteasant/fresher Project FAT (Fresh Apple, cola, Aftertaste benefit to
pellets inserted into the  aftertaste among male Aftertaste), 1989 whiskey, anise, target smokers when
filter smokers; qualitative gin, plum, prune, used as an

research to evaluate
prototypes among males
(ages 18-24, 25-34)

improvement to an
existing brand; plum,
apple, FFAT (Filter
Flavor Attribute
Threshold) M-1 best
potential for improving
aftertaste

orange, lemon

SOURCES: RJ Reynolds, “Project CT,” December 1987, Bates no. 507372138-507372156; B.W. Zabel, "New Brands
Exploration Process. New Taste/Sensation Exploratory,” 8 May 1987, Bates no. 505893133-505893146; Y.M. Jones,
“Learning for Project LLM/KN/FAT,” 26 April 1988, Bates no. 506511955-506511962; J.L. Lawson, "N.B.E.P. Status
Summary Sheets (Revised 6/9/87),” 9 June 1987, Bates no. 505623542-505623559; S.H. Douglas, “New Technology
Exploration Process: Project FAT Qualitative Research (Atlanta, Ga),” 8 May 1989, Bates no. 507126759-507126764; R)
Reynolds, “Project LLM (Pellet Insertion),” 1988, Bates no. 508976790-508976792; E.M. Paul, “Product Research Report.
Project FT ‘Menthol Twist' Focus Groups,” 6 July 1987, Bates no. 506450424-506450434; and RJ Reynolds, “Project CT,” 15
May 1987, Bates no. 505777991~505777999. All are available at the Tobacco Documents Online Web site,

tobaccodocuments.org, searchable by Bates number.

bination with an orange-flavored high-density
pellet.®

Flavor filter pellets were a key technology

enabling the introduction of a variety of “ex-
otic” Camel flavors in 2000, pursued internally
as the “Camel Twist Project.”® A 2001 RJR
document, prepared to respond to consumer
inquiries regarding flavor delivery in the

Camel Exotic Blends, describes the pellet as
intended “to protect the flavor” and as made of
“the same material that milk jugs are made
of "2 Although these pellets are not visible to
the consumer, a physical examination of the
filter confirms the placement of the pellet in
certain Camel Exotic Blends such as Twist

(Exhibit 4).
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EXHIBIT 4
Camel Twist Cigarette Filter Pellet

SOURCE: Authors' research.

NOTES: a. View of a Camel Twist cigarette filter that has been opened to reveal a flavor-dispensing bead. The bead is a cylinder
(approximately 2.5 x 3.0 mm in size) having a central core. The dotted line denotes the region of a Twist cigarette that has been
bisected for view b. b. On-end view of a section of a Twist filter that illustrates the location of the head and the core of the bead.
¢. Longitudinal view of a bisected bead. d. On-end view of the midsection of a bead.

Camel Exotic Blends that contained 2 blue
flavor-delivering pellet were Twist, Mandarin
Mint, Izmir Singer, Dark Mint, and Aegean
Spice. The pellets present in these different
brands had the same appearance (color, size,
and shape) and could not be distinguished
with the naked eye.

Unfortunately, our review of internal docu-
ments identified few internal evaluations of
the new product technologies used in recent
flavored brands. In 2000, PM conducted a
competitive subjective evaluation of certain
Camel Exoric Blends (for example, Crema,
Twist). Among the characteristics reported
were consistently low impact and low or me-
dium mouth and throat response, as well as
specific points of product differentiation in-

cluding sweet, creamy vanilla notes (Crema);
citrus notes (Twist); low in tobacco character
(Samsung); or nondistinctive, bland, and
smooth (Rare).®® In 1996, RJR evaluated the
possibility of accidental dislodging of the pel-
let with high air flow, finding that increased
air volume reduced movement of the pellet.*
In earlier research (1987), precise placement of
a polyethylene bead in the filter was recom-
mended: “Optimal location is required in order
to prevent possible inhalation of the intact
bead by the consumer.™

Discussion

The proliferation of new flavored brands
comes at a time when advertising and market-
ing restrictions in the 1998 MSA have made it

HEALTH AFFAIRS - Volume 24, Number 6
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more difficult to target young smokers. These
increased restrictions may be prompting man-
ufacturers to turn to product innovations to
attract new smokers. As observed by Gregory
Connolly, the packaging and imagery of fla-
vored products serve as powerful new sources
of promotion and advertising, particularly
when coupled with tailored advertising and
marketing found on interactive Web sites
(such as Camel Smokes and Salem Access)
that further capitalize on product novelty.*

raised by the introduction of new product de-
livery technologies, such as the flavor pellet in
the Camel Exotic Blend Twist filter. Lirtle is
known regarding the delivery characteristics
or possible health risks associated with these
products. The use of flavor technologies has
not been disclosed to public health officials,
and in the case of the flavored pellet, the device
is concealed from the consumer, unless the
pellet is dislodged from the filter and ex
posed.® The limited availability of internal in-

The limited seasonal avail-
ability of these flavored prod-
ucts provides further evi-
dence of their role as “stariar”
cigarettes rather thanas regu-
lar brands intended to create
and foster brand loyalty.

» Published research dem-

[ N |

“The use of flavor
technologies has not
been disclosed to
public health
officials.”

— SR

dustry testing clearly under-
scores the need for independ-
ent studies to assess the
effects of new technologies on
the delivery and toxicity of
these new products.

Pending federal legislation
would require disclosure of

“ onstrates a compelling link

between youth-targeted product innovations
and smoking behavior.¥” For example, flavored
cigarettes can promote youth initiation and
help young occasional smokers to become
daily smokers by reducing or masking the nat-
ural harshness and taste of tobacco smoke and
increasing the acceptability of a toxic prod
uct.® Yet the potential influence of flavored
cigarettes on youth initiation might go unrec-
vgnized without efforts to increase awareness.

Coordinated public education and commu-
nity action are needed to inform youth about
tobacco industry deception and confront the
tobacco industry, especially in the absence of
governmental regulation. A recently produced
anti-smoking advertisement on flavored ciga-
rettes released by the American Legacy Foun-
dation as part of its “Truth” mass media cam-
paign provides one example of aggressive
public awareness strategies. Community
groups must also be vigilant and fight back
against manufacturers who target high-risk
groups with flavored brands. As evidenced by
the recent success of the Chicago-based coali-
tion that ended B&W's Kool Campaign pro-
moting flavored brands, community action can
be powerful and effective.

Regulatory action is an appropriate re-
sponse to the serious public health concerns

additives to the U.S. Food and
Drug Administration (FDA) and regulation of
tobacco products, including a prohibition of
candylike flavors. A number of states (includ-
ing New York, Minnesota, West Virginia,
Connecticut, Illinois, North Carolina, and
Texas) have also introduced legislation to ban
candy-flavored cigarettes. Regulation of prod-
uct additives or technologies also could be
warranted in the case of evidence substantiat-
ing increased health risks or influence on
youth smoking.

Although the MSA ban on youth targeting
was designed to protect youth, past research
suggests that major tobacco manufacturers
have failed to comply with the MSA’s youth-
targeting prohibitions regarding magazine ad-
vertising of cigarettes.* Evidence demonstrat-
ing that new brands and promotions target
and promote youth smoking could prompt the
state attorneys general to investigate viola-
tions of the MSA and determine whether the
sale of such products violates fair trade prac-
tices under state consumer protection law.
Thus, in addition to promoting public aware-
ness and taking action at the community level
in response to youth-targeted products,
policymakers should support legislation pro-
hibiting manufacturers from adding these
candylike flavors to tobacco products.
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